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[bookmark: _Toc26837038]Introduction 
In UK, hospitality industry has become a major part in the sector of service industry because hospitality industry is putting positive impact in the UK’s economic field. The success rate of hospitality industry lies in the customer satisfaction and experience quality level. It assists the industry to increase the profit level along with the economic development of the country. Customer interaction is another necessary tool in the hospitality industry because positive word of mouth can assist the organization to increase the profit level and also can drive consumer behavior to repeat of purchasing and services. In this era, hospitality industry wants to make an effective communication with the people so that they can understand customers need and desires. Because it assists an organization to grab loyal customers along with customer satisfaction. It can be stated that customer management is necessary in the field of hospitality industry to develop effective customer consummation. In this report, I am going to discuss about Marriott Hotel customer value, service quality and gaps in service so that an overall analysis can be to understand customer experience in the hospitality industry sector. 
[bookmark: _Toc26837039]Customer Value
Customer value illustrates that how a customer evaluates the benefits in times of purchasing decisions against the cost of the purchase. It is necessary for an organization to know who are their purchasers of their goods and services. Customer value is basically the level of satisfaction a customer gets from products and services. (Assael, 1995). There are five core dimensions of customer value in Marriott Hotel like putting people first, provide different offers and customization service, competitive price, convenience and smart technologies. Moreover, the five dimension of Marriott Hotel customer value will be ranked from one to five where the one will illustrate that the dimension creates high customer value and the five will illustrate that low customer value. (Blackwell, Miniard and Engel, 2006).
Putting People First: It is crucial for an organization like Marriott to look over from the both side of people and quality so that they can drive their business to the success field. Customer loyalty can be gained from product or service by understanding the needs for the customer along with building effective customer relationship. The best way to build effective customer relationship is to ask questions. It is crucial for Marriott Hotel to make first moments together with their customer. Here, putting people first basically illustrates the term that Marriott Hotel customers need to be get the first priority within their organization. They consider their customer as their first asset. The employee of the Marriott Hotel is trained well so that they can provide the best service to their customer in the hotel industry field. They look after their customer so well so that they can gain customer loyalty. Employees are engaged with their customer so that they can increase customer satisfaction level within their organization. The manager of the Marriott Hotel treats the overall staff team like an important asset of the organization. They always try to encourage their employees by providing different compensations so that their employees get motivated and later their employees will build effective communication with their people. Marriott Hotel customer always feel valued properly when they perceive their service because the organization always try to provide exceptional customer service to their people. Marriott Hotel is actually building stronger foundation for the long term by putting their people in the first place. Because it will assist them to build strong customer loyalty along with customer satisfaction. (Bergeron, 2002). Putting people first can help the hospitality industry to drive to the massive success field and can assist them to set apart from competition. Marriott Hotel always customize their services according to the needs and desires of their customer so that they can fulfill their customer preferences. It is one of the customer core value for a hospitality industry like Marriott Hotel. Bu putting the need and desire of the customer first is assisting Marriott Hotel to grab a new competitive edge in the hospitality industry field in UK. This dimension creates higher customer value within Marriott Hotel and because of this putting people first dimension ranked number one. (Armstrong, Kotler and Opresnik, 2016). 
Provide different offers and customization service: By providing customized service according to the customer needs and desires can create positive influence in the sector of customer value. This customer value can be developed by increasing customer satisfaction level. Marriott Hotel provides different sorts of customized services to their customer according to their needs and preferences. They always collect their customer feedback so that they can know their customer properly. Moreover, they provide different sorts of packages in different seasons so that they can provide better services in low cost to their guests. It enhances the level of satisfaction in times of perceiving their services. It not only makes their guest happy but also bring greater profitability for the organization as well. Also, in off pick season they provide different offers like dinner package, room package etc. to keep their occupancy rate level higher. By developing personalization services not only assist Marriott Hotel to charge more but also to help effective relationship with their customer as well. On the other it is true that sometimes luxury service helps to make the hotel place more attractive to customers. (Buttle and Maklan, 2009). It adds value to the customer value field. If customer can get the service what they are requiring, they will come for future as well. Like Marriott Hotel customers are always loyal to them because of the facility and friendly environment. Through customization service loyalty can be built in different stages. For example, Marriott Hotel at first, they try to provide information about their different services of their hotel to their customers so that they can educate their customers. Then they provide unique offers to their customer so that they can build competitive edge against their competitors like Hilton Hotel. Customer value illustrates that how a customer evaluates the benefits in times of purchasing decisions against the cost of the purchase. It is necessary for an organization to know who are their purchasers of their goods and services. Customer value is basically the level of satisfaction a customer gets from products and services. This dimension creates higher customer value within Marriott Hotel and because of this provide different offers and customization service dimension ranked number second. (Duchessi, 2002).
Competitive price: In the hospitality industry price set up is inevitable. Sometimes charge too much can lose valuable customers and also low price can think customer that the service quality is bad. The right pricing management is crucial within the hospitality industry to gain competitive advantage. Marriott Hotel also set up competitive price so that they can develop a complement assessment of their competitors like Hilton hotel pricing tactics. Here they consider their room type, amenities along with different sorts of refundable and non-refundable policies and so on. Marriott Hotel is developing competitive edge in the UK hospitality industry field by setting up competitive pricing. They provide different offers according to their competitors offering. Their management department always try to create a vivid picture of their competitors so that they can ensure a proper comparison with their competitor. In times of providing luxury service in the hotel sector, there is no point of view to compete in the price segment with hostel. Because it illustrates that they are trying to target totally different customers. Price need to be compared with relevant elements. Marriott Hotel consider their rate in different structures with their closely relatable hotels. Some of the consideration could be like charge per room, WIFI charge, spa treatment, parking charge, and so on. Moreover, they manage efficiently in times of adjusting their rates in different lengths of staying at the Marriott Hotel. It is crucial for an organization like Marriott Hotel to understand competition environment in times of developing competitive pricing. Because proper pricing can fulfill customer expectations which will create a customer value in the UK hospitality industry field. Moreover, it can be stated that this dimension helps Marriott hotel to make themselves differentiate from other competitors in the hotel and tourism field. Also, it assists to draw potential customers about their position in the market. This dimension creates customer value within Marriott Hotel but not like the first two dimensions and because of this competitive price dimension ranked number third. (Etzel, Walker and Stanton, 2007). 
Convenience: Convenience plays a crucial role in the hospitality industry field because it enhances the demand among the customer. Marriott Hotel is famous for their hospitality towards their customer and also for their excellent service quality. They develop accessibility within their hotels or resorts according to their customer preferences so that they can match their convenience environment with their customer desires. People now a days like to grab such service which are more accessible and can easily access. Marriott Hotel provide different types of accommodation through different activities like rest, relaxation along with medical care and so on. Accessibility in the hotel field is also a selling point where growth of the profitability can be developed. Marriott Hotel is also introducing different branches of their hotel in important tourist places so that travelers can get easily access from the destination. There are many customers who are always busy and impatient and they always expect that they will still receive a great value of their time. Goo customer convenience illustrates though there is short of time to that customer, but still the customer will get great service in that short of time. It periodically enhances the customer value within the industry. Convenience is basically a pillar of the excellent form of customer service. Marriott Hotel build their customer service accessibility regardless any differences of age or ability and location. They design their customer service in such a way where each of their customer in any hotel will be able to get the same customer service accessibility. This dimension creates a great customer value within Marriott Hotel but not much higher like other dimensions and because of this convenience dimension ranked number fourth. (Shapiro, 2003). 
Smart technologies: Technology is developing rapidly in the hotel industry field because smart hotel technology is assisting hotel industry to save different types of cost and generating revenue opportunities. And then technology is assisting the owner of the hotel to reach to the new profitability level. Smart technologies are not only creating benefits to the hotel owner but also for the guests as well which later creates a higher customer value to the hotel. Marriott Hotel is one step ahead in times of developing and implementation of smart technologies in their hotel industry. Marriott Hotel has developed smart room technology so that their guests can easily control different types of components when they entered to the hotel room. (Christopher, Payne and Ballantyne, 2013). Their guests also find it both faster and easier in times of retaining any sorts of necessary information’s. For example, Marriott Hotel smart room offer to their guest easy accessibility where they can set up the level of light bulb within the remote-control system and also, they can control their heating temperature within the room. Also, they offer personalization opportunities to their customer which is driving their customer value into the positive track of future loyal customer. TV can be set up according to their guest name and there is also a central control point where their guest can use it to set different sorts of conditions within their room. With the help of IoT technology their guest can easily develop those conditions. Marriott Hotel also provide smart speakers to their guest where their guest can access it with their own accounts. Marriott Hotel is developing to bring Alexa in their hospitality service system to make their customer life within their hotel more unique and comfortable. This dimension creates a great customer value within Marriott Hotel and because of this smart technology dimension is ranked number fifth because it also enhances the future profitability level. (Weinstein and Johnson, 2019). 
Summary table: 
	Dimension
	Ranking
	Comparator Organization

	Putting People First
	1
	Hilton Hotel

	Provide different offers and customization service
	2
	Hilton Hotel

	Competitive price
	3
	Hilton Hotel

	Convenience
	4
	Hilton Hotel

	Smart technologies
	5
	Hilton Hotel



Finally, it can be concluded that customer value is crucial for a hospitality industry like Marriott hotel because it generates not only loyal customer but also higher profitability. The outcome of the effort to develop customer value is measured in the sector of customer perception for that value. 
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Service quality means the assessment of how the service is delivering to the customer and the level of matching the quality of the service according to the customer expectations. The SERVQUAL model is used in the hotel industry like Marriott Hotel to measure the level of customer satisfaction. It also reports the gap between the customer expectation and also perceptions. There are five dimensions of service quality and they are reliability, responsiveness, assurance, empathy and tangibles. (Cateora, 2016).
Reliability: Reliability illustrates a term- JUST DO IT. Reliability builds customer loyalty. Customer always put value that reliability in the hospitality industry. Marriott Hotel service providers provide excellent service so that their customer can rely on their service. Marriott Hotel use different promotional tools to enhance the reliability level to their customers. In their advertisement they illustrate different sources of promise that they deliver the best quality services at best economical cost. Reliability basically shows the ability to perform the service in the accurate promised manner in a dependable way. For example, Marriott Hotel service providers deliver service to their guests what they say. It can be stated that within Marriott Hotel reliability plays a vital role which actually shows that their service quality is excellent. And for this reliability can be ranked 3rd. Because sometimes their customer failed to get the proper perceived value from Marriott Hotel in terms of their expectation. (Grewal and Levy, n.d.).
Responsiveness: Responsiveness illustrates a term- DO IT NOW. Marriott Hotel always respond quickly and immediately to their guests because they know that waiting to a call or day can lose a valuable customer. For example, through online customer service Marriott Hotel provide 24-hour assistant along with phone call services as well. If their guest faces any sorts of problem, they always try to solve it as soon as possible. They believe that it illustrates their excellent service quality. Because immediate response feels their customer that they are putting people first and giving their customer the right necessity. Finally, it can be stated that within Marriott Hotel responsiveness plays a vital role which actually shows that their service quality is excellent. And for this reliability can be ranked 4th. Because according to a survey sometimes their customer failed to get immediate response from Marriott Hotel customer service assistant in terms of their expectation. It actually happens in the busy hours. (Hernon, Altman and Dugan, 2015). 
Assurance: Assurance illustrates a term- KNOW WHAT YOU ARE DOING. Marriott Hotel service providers are expert in times of delivering the services to their guests. Their service providers are trained so well so that they can provide the best services to their guest because they want to assure their customers that they are delivering the right quality of services. On the other hand, it can be stated that according to the SERVQUAL research, if service providers are highly qualified but their customers failed to identify it, it can decrease the assurance level among the customer. (Goodman and Donetti, 2009).  And later the assessment of those service providers service quality will be known as lower. That’s why it is necessary to raise the customer awareness among the customer. Marriott Hotel service providers build effective communication with their expertise and competencies before they start operations. Customer awareness in this field can be raised by many ways like put certification logo in email, poster or letters and badges as well. And for this assurance can be ranked 2nd. Because according to a survey sometimes their customer failed to recognize Marriott Hotel’s service in different sectors. (Kunst and Lemmink, 1997). 
Empathy: Empathy illustrates a term- MUST CARE CUSTOMERS LIKE THE SERVICE. It is true that sometimes customer feel that employees are not caring in time of delivering the service. And it can drive the customer to the hurt zone in times of service quality assessment. Marriott Hotel service provider understand their customer from the deeper level like what they like and about their motivations. It assists them to deliver excellent satisfied service to their customer which later fulfill their needs. Also, proper empathy fulfills customer satisfaction level before they are needed because already service provider knows about them and understand what could be the problem’s impact. Finally, it can be stated that for this empathy can be ranked 1st. Because empathy build deeper relationship with the customer which increases the future customer problem towards the organization. (Gummesson, 2008). It has become a crucial concern for all of the hospitality organization. Displaying empathy within hospitality organization is crucial because it adds thoughtful and human dimensions in the sales sector along with the customer service quality. (Martin, 2003). 
Tangibles: Tangibles illustrates a term- LOOK SHARP. Tangible is basically the physical evidence to any organizations service. For example, the physical ability appearance, service tools, personnel and also different communication materials. Tangible is actually least important dimension to Marriott hotel. Still they maintain same appearance with their logo, same employee uniforms and also, they maintain proper appearance in the field of appearance of communication materials. Tangible affect the external Marriot Hotel customer satisfaction level. Basically, tangible is known as that without purchasing the service, the service can be felt with appearance. This is the visibility aspect of the service which is actually employee by the business so that the organization can progress external customer satisfaction level. So, it can be stated that in terms of ranking the service quality tangible can be ranked as 5th because it is least important dimension to the Marriott Hotel. Marriott Hotel train their employees properly so that they can increase the external customer satisfaction level by developing the service quality. The SERVQUAL model is used in the hotel industry like Marriott Hotel to measure the level of customer satisfaction. (Zeithaml and Parasuraman, 2004). 
Summary table: 
	Dimension
	Ranking
	Comparator Organization

	Reliability
	3rd 
	Hilton Hotel

	Responsiveness
	4th 
	Hilton Hotel

	Assurance
	2nd 
	Hilton Hotel

	Empathy
	1st 
	Hilton Hotel

	Tangibles
	5th 
	Hilton Hotel



Finally, it can be concluded that better service quality insists customers to spend more money what they had actually planned. On the other hand, satisfied customers will must return to perceive that service again in future. Also, better customer service saves money as well. Because retain exist customer is cheaper than attracting new customer. 
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There are five gaps in service like management perception gap, quality specification gap, service delivery gap, market communication gap and perceived quality gap. This gap model is also recognized as 5 gaps model. This gap model illustrates the quality of the service which illustrates the customer satisfaction framework. (Armstrong, Kotler and Opresnik, 2016).
Gap 1: Management perception gap: This gap illustrates the differences among the customer expectation and management perception. This gap actually shows the problem that lack of understanding in the market research field. Perception gap happens when an organization set forth and on the other hand customer misunderstood that management’s intention. This gap sometimes happens in Marriott Hotel when they failed to do sufficient research along with communication lack with their customer. For example, when management team of Marriott Hotel come up with a new price level in their hotel sector but at that time customer is expecting that they will provide some seasonal discount, at that time a gap creates between the management of Marriott and customer expectation. This gap can be minimized by doing sufficient market research and effective communication. This gap can be ranked as the 3rd position. (Baines et al., 2012).

Gap 2: Quality specification gap: This gap occurs when there is a difference create between the management team perception of the organization about customer expectation and the whole specification what management has developed in times of outlining the service quality needed to be delivery to the customer. This gap can be minimized by developing proper service design along with performance standards. There is an example of this gap is that there are may hotels where no housekeeping is kept on the customer checking out day. But management sometimes failed to realize that there are many customers who also want a housekeeping in a room on the last day too. Though Marriott Hotel has not this type of gap within their organization. This gap can be ranked as 5th based on the Marriott Hotel performance standard and service design. They have excellent quality performance standard and service design which is developed based on the customer preferences. (Etzel, Walker and Stanton, 2007).
Gap 3: Service delivery gap: Service delivery gap is happened from the mismatch among the service delivery specifications and the real service which is delivered from the front desk staff. Basically, this is the difference between the customer preferable service design and the standard along with the service delivery. (Leppard and Molyneux, 1994).  This gap can be minimized if the manager of the hotel industry audits the customer experience proper whether the organization is succeeded to deliver the right customer service according to the customer expectation or not. For example, in Marriott Hotel, in busy hours, their employee gets confused in times of delivering services to their customer. They need to be very attentive in times of delivering their services to their customers. They have to be very attended to each customer request. This kind of lack service delivery shows in online customer service field. This gap can be ranked 4th because Marriott Hotel only lacks in service delivery in the online customer service field only in rush hours. Otherwise they are perfect in their service delivery field. (Expert Program Management, 2019). 
Gap 4: Market communication gap: The fourth gap is the market communication gap. This gap is happened from the gap among the deliver of customer experience and the external communication like what has promised to the customer. The main thing here is the gap amongst the actual service and the promised words. Promises which are developed through different advertisement medias and communication build positive customer expectation. When over-promising in different advertisement medias failed to match with the actual delivery of the service, then it creates a market communication gap. It is true that sometimes Marriott Hotel over expose their services in different advertising media and consumers failed to match with the advertisement words. This gap can be ranked 1st because this gap can create a huge loss in the Marriott Hotel financial sector. They should be very concern about this gap in times of showing promises to their customer through different advertisement medias. (Lamb et al., n.d.). 
Gap 5: Perceived quality gap: The fifth gap is the perceived quality gap. This gap illustrates the difference between the service expectation and the perceived quality of the service. Gap 5 basically is the outcome which is combined of Gap 1 to Gap 4. It can be stated that customer experience always shaped by not only the word of mouth but also by the previous experience in the service field. Perception is developed from the customer satisfaction level from a product or service along with the quality of the service delivery. This gap can be ranked as 2nd because this gap can lead to a great loss like if Marriot hotel failed to kept this gap under check, they can lose their valuable customer along with corporate image as well. (Brainmates - Boosting People and Product Performance, 2019). 
Finally, it can be concluded that service gap model is necessary for a hospitality industry like Marriott Hotel because it helps to build proper customer satisfaction framework. 
Summary table: 
	Gap
	Ranking
	Comparator Organization

	Management perception gap
	3rd 
	Hilton Hotel

	Quality specification gap
	5th  
	Hilton Hotel

	Service delivery gap
	4th 
	Hilton Hotel

	Market communication gap
	1st 
	Hilton Hotel

	Perceived quality gap
	2nd 
	Hilton Hotel
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The hospitality industry has become one of the largest industries and employers in all over the world. In UK, hospitality industries are now contributing greatly in the economy sector. The main success rate of a hospitality industry lies in the customer satisfaction level. In this era, hospitality industry wants to make an effective communication with the people so that they can understand customers need and desires. Because it assists an organization to grab loyal customers along with customer satisfaction. It can be stated that customer management is necessary in the field of hospitality industry to develop effective customer consummation. In this competitive market, Marriott Hotel is doing great in the customer service field. Marriott Hotel is one step ahead in times of developing and implementation of smart technologies in their hotel industry. Marriott Hotel has developed smart room technology so that their guests can easily control different types of components when they entered to the hotel room. Their guests also find it both faster and easier in times of retaining any sorts of necessary information’s.  Their staff, managers, and overall organizations is doing great to make a great environment with their customer. 
[bookmark: _Toc26837043]References
Armstrong, G., Kotler, P. and Opresnik, M. (2016). Marketing. Pearson Education UK.
Blackwell, R., Miniard, P. and Engel, J. (2006). Consumer behavior. Mason (Ohio): Thomson/South-Western.
Duchessi, P. (2002). Crafting customer value. West Lafayette, Ind.: Purdue University Press.
Etzel, M., Walker, B. and Stanton, W. (2007). Marketing. New York: McGraw-Hill.
Shapiro, B. (2003). Customer value. Stuttgart: Schäffer-Poeschel.
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